Abstract
International Conference on Social and Political Issues (ICSPI 2016) information and communication technology, environmental sustainability, infrastructures of tourism services, cultural resources, and business trip (World Economic Forum, 2015, pp. [16] [17] . Unequal attention of tourism sector among regions in Indonesia make the shortcomings more obvious. As stated on the Act number 32 year 2004 concerning Local Governments which is revised by Act number 23 year 2014, today the right to manage tourism sector is fully authorized to local governments-regency, city, or province. Those things above become awry for tourism regions whose human and financial resources are not yet prepared.
Our society views the will to compete from two different perspectives-economic and cultural. From the economic point of view, competition is mutually exclusive (or a condition whether one wins or loses) where there are common objectives among the stakeholders, so that when a party wins and succeeds in reaching its goal, the losing party will not get anything (Littlejohn & Domenici, 2007, pp. 7-8) . Competition itself has these following dimensions: competitors, scarce-competed objects, competitive capability, and competed results (Hong, 2008, p. 33) . Meanwhile, culturally speaking, competition is less appreciated by our society than practices of collaboration.
In collective society, competition is viewed as self-serving and, thus, a negative trait (Samovar, Porter, & McDaniel, 2010, p. 190 ). This perspective could potentially weaken the competitiveness of our society in facing AEC, especially in local-tourism sector. It is not surprising then when our local economic potential is managed by immigrantsor even foreigners-instead of the locals. Subsequently, rather than enjoyed by local people, the income from tourism industry can possibly leaked and flow out. percent, which means that only USD30 out of USD100 spent by the tourist flowing to Thailand, and much lower, USD20, to the Caribbean. Concurrently, World Bank stated that the lowest rate of leakage among developing countries is 40 percent, which is that of India (Antariksa, 2011, p. 4) . The leakage is mainly characterized by the migration pattern of a currency from a tourism attraction (local) to other regions (abroad). In other words, money spent by the tourists can be redistributed to their countries of origins. Because beside being tourists, they are also businessmen/traders/suppliers that provide commodities which are not locally produced or available (Reid, 2003, p.160). DOI 10 .18502/kss.v3i10. 2902 Page 2
International Conference on Social and Political Issues (ICSPI 2016) Leakage is one of multiplier effects, in that the income from tourism flows not only to local region but also other regions (national) or even abroad (international), which can occur through: (1) cost of imported goods especially foods and beverages; (2) foreign exchange costs of imports for the developments of tourist facilities; (3) remittance of profits abroad; (4) remittance of pay to expatriates; (5) management fees or royalties for franchises; (6) payments to overseas carriers and travel companies; (7) The loopholes of tourism industry could be mapped using network analysis. As a network, tourism industry requires collaboration and mutual trust to exchange information. Tourism is an industry which utilizes information intensively, where activities such as seeking for information concerning bookings-transportation, accommodation, and tourism destination-inquire traditional role of producers or suppliers, intermediaries, and customers each of whom uses their own specific information-system in accordance with their needs (Stiakakis & Georgiadis, 2011, p. 150 of tourism products from producer to customer is always interceded by intermediaries, e.g. wholesalers and retailers. Though producers can directly sell their products to customers-the tourists-they can also offer their products indirectly through tour operators or travel agents. Tour operators and brokers are categorized as wholesalers because they buy various products from producers in large quantities, before the products are packaged to be sold directly, or indirectly through travel agents, to tourists.
Because of the bulk purchase, they are usually bound by long-term contracts with producers, so they can bargain in order to get the most reasonable price. 
Theoretical Review
Alvin Toffler (1980) emphasizes the importance of information as the most economic resource or raw-material because it will never run out, unlike other resources which are mostly limited or scarce. He has identified present condition and termed it as 'the third wave' (Toffler, 1980, p. 352 
Structural holes
This theory studies the advantage of non-redundant relationship in communication network. Structural holes act as a buffer formed by the disengagement of no redundant contacts. Ronald S. Burt (1992) introduced this theory by explaining that an actor (A)
is able to condition so that people on his network (B and C) are unable to get any information anywhere except from the actor himself as the main source of information.
This triadic-or more-relationship of information makes people demanding information become dependent to the actor, so that he could benefit from the ignorance of those people and make it his social capital to dominate people. Eventually he will be the one who rules as an intermediary that bridges. In sum, the actor acts as tertius gaudens, a third party who gets benefit out of the relationship of people whom he exploits. Burt (1992) calls it 'between two fighters, the third benefits,' or 'between two fighters, the third laughs'; whereas Simmel (1995) abbreviates it as 'the third who benefits' (Monge & Contractor, 2003, p. 143) .
Tertius gaudens applies information management strategy when facing two situations. First, when there is a competition among several parties in obtaining the same information. It is a very beneficial situation, though, in that one is able to give the information to any party who bids the highest price, so that in the end there will be parties who get information (win) and there will be those who do not get information (lose). Second, when a conflict occurs among parties demanding different information.
Here tertius acts as a mediator trying to compromise in order to find resolution for all the warring sides. Though the information demanded might be different, tertius will be able to get these following information benefits: (1) primary contact, the principle of effectivity is more focused on the number of people connected with all primary contacts (Burt, 1995, p. 20) .
In general, this theory suggests that redundancy indicates the absence of structural holes. Redundancy can occur either by cohesion or by the presence of structural equivalence. When both of them are absent in a network, structural holes are formed (Burt, 1995, pp. 19-20) . By cohesion, contacts are strongly connected, indicating the absence of structural holes, e.g. The relationship between father and son, brother and sister, husband and wife, close friends, people who have been partners for a long time, people who frequently get together for social occasions, and so on. Those who establish mutual contacts will be easily accessed. Structural equivalence occurs when one has the same source of information with others, which will so likely to be redundant because they establish contacts with the same people. People who spend more time together tend to know each other better. This structural equivalency relationship is the cornerstone to direct contact (cohesion). When one has connected with whom he has something in common in a network (redundancy), he is also able to connect with different people outside his network (non-redundancy) because of the structural equivalence. But if they often meet and feel close to one another, they tend to communicate more frequently and probably have mutual contacts. The structural holes give non-redundant benefits to many parties involved. If these two conditions occur simultaneously, then it is most likely that redundancy will happen through cohesion. The argument of structural hole theory is criticized by Coleman (1998) who proposed network closure theory. Closed network is signed by the cohesiveness among contacts. He firmly states that an actor is more advantageous if he is on a closed network because, in his conception, Coleman argues that network is a social capital which can be benefited by actors (people, institution, company) to maximize profits in a social structure. The more the member, the more dense, and the more closed the network, the better it will be. In contrast, an open network is signed by the lack of cohesiveness, connection among contacts is very inconsiderable and minimal. Since structural hole is in an open network, it shows the lack of social capital possessed by an actor. Basically, the good social capital is signed by the presence of trust and acceptance for other people or actors. The more intense the relation and interaction, the more trust harvested. These following arguments will illustrate the advantage of the closed-network: (1) to foster responsibilities and trustworthiness; (2) it is more likely to obtain information from numerous sources, so that the information could be more trusted because the validity could be verified by other sources; and (3) International Conference on Social and Political Issues (ICSPI 2016) information can be spread widely to other groups through relationship between 2 (two) different people coming from different clusters (weak tie). Therefore, the information tend to be fresh because they come from different individuals or groups. The second is network crawling. Through the relation of weak ties, network will be spread more widely (Eriyanto, 2014, pp. 234-241). 
Methods

Social capital
Several earlier researchers found that the role of an intermediary is different in structural holes. Consequently, the difference of role they play as intermediaries determines their profits or benefits. The intermediaries have not only different information-to be able to manage the flow of information in the network-but also different social capital. Burt (1995) suggests that when an information intermediary enters the competition, he is likely to bring at least three (3) capitals. First, financial capital-fresh cash in the pocket or bank, investment, or credits. Second, human capital-their natural quality (appeal, health, intelligence, and face or looks) combined with skills they get from formal education and working experience, which make them more agile in fulfilling certain duties. Third, social capital-connection with other actors (friends, colleagues, and other contacts) who can give them opportunity to use their human and financial capital (Burt, 1995, pp. 8-9) . In tourism-service industry, individuals who have human and financial capital are usually those who are able to improve the quality of tourism products. Whereas people possessing social capital are those who are able to communicate the quality of the product to tourist, or other stakeholders of tourism industry.
People like this are usually called 'the rainmaker' because they are good at negotiating with clients and creating business deals that bring in profits, income, or funding's for an organization.
Long before, Bourdieu (1979) has differentiated capitals in society into few categories. First, economic capital, as resources which can be functioned as production and financial factor. Similar to financial capital, economic capital is also easy to be converted to other capitals. Second, cultural capital, e.g. school diploma, knowledge, is something that is owned together by parties in a relation-no one can have it exclusively. Second, linked to the equation of market production, human and financial capital emphasize on investment related to the forming of production capability of a product before it is launched to the market. Financial capital is required to get raw materials and production facilities, whereas human capital is needed to craft the raw materials into competitive products. Meanwhile, social capital concerns rate of return which is gained from the relation with colleagues, friends, and clients, so it is able to convert human and financial capital into profits for the company. Thus, social capital becomes the last referee in deciding who is successful in the competition (Burt, 1995:9) .
Tourism communication capital
Those previous studies show that in order to maximize the position of structural holes, one should have another capital. As a result of the growth of technology, one need to not only build social relation, but also have to do more. Thus other stronger capital is needed, which is able to reach one's desired relations. According to Irwansyah (2010) network capital is needed in utilizing cellphone in order to create social communication network in the form of kinship. He proposed a network capital as an ability that owned by a brokers to use communication-technology network to build contacts (kinship and frequency) in social network and make it beneficial in kinship life (Irwansyah, 2010, p. 407) . Based on that definition, network capital is actually one form of cultural capital that is used to obtain social capital. However, it is not enough for intermediaries today to merely have information (social capital) and ability to utilize communication technology (cultural capital), they also have to possess skills to manage both of them.
Intermediaries need more significant capital in order to manage (or even overarch)
other capitals and convert them to something more valuable to the social commu- 
Discussion
Referring to literature study above, several capitals assumed to create structural holes in communication network could be inventoried. First, economic or financial capital, International Conference on Social and Political Issues (ICSPI 2016) guide's ability to keep the information of tourism products and distribute them without intervention from outside. Those capitals and structural holes must be examined separately-on the high season of tourist visit (around early May to January) and low season (around February to April). Because in these season, it is believed that the using of several capital and structural holes' experiences changes in tourism communication network. Factor such as the origins of the tourists also influence the difference of capital using and the forming of structural holes of the workers, thus they can be grouped as domestic tourist possessing Indonesian Identity Card (KTP) and foreign tourist which come from outside Indonesia using passport. The same thing applies for the guides, the factor of originality is also influenced the using of capital and the forming of structural holes. Thus guides can be classified as local guide coming from
West Manggarai Regency and non-local guides coming from outside West Manggarai
Regency. 
Conclusion and Suggestion
This paper concludes that all of those five capitals-economic/financial, cultural, symbolic, social, and network-are assumed to be able to form communication capital 
